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SPOKANE—The birthplace of the National Retail Credit Association—a city 
of approximately 159,000 with more than 500 National members. Shown above 
is a bird’s-eye view of the downtown district taken from the south rimrock. 
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ODAY’S business demands fast, 

efficient, streamlined service. COL- 
LECTRITE SERVICE meets that demand 
in the collection field. 


COLLECTRITE SERVICE is personal- 
ized. It gets results and retains your 
customer goodwill. Our national cover- 
age enables each member office to collect 
your accounts anywhere . . . everywhere. 


Speed ... efficiency .. . bonded pro- 
tection. These are just three of the many 
features that make OOLLECTRITE 
SERVICE the finest collection technique 
available. 


Unreugh the 739 members 
of the Collection Serwice Division. 
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Credit Bureau and Collection Service Divisions 


1218 Olive Street 


The National Retail Credit Association contributes this space monthly as a courtesy to its members of the 
Associated Credit Bureaus of America. 
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Spokane Celebrates Membership Goal of 500 


The Spokane Retail Credit Association, Spokane, Washington, now has 
over 500 members, and all of them are members of the National Retail 


Credit Association. 


This goal will be celebrated at the 38th Annual 


Banquet of the Association on January 14, 1947. This historic article 
was written exclusively for The CREDIT WORLD by Grace Kirkpatrick 
of the News Bureau, Spokane Chamber of Commerce, Spokane, Wash. 


| Soaps THAN A CENTURY ago, Indians gath 
ered beside the falls of a western river and 
sat in .council. They called themselves the 
“Spokanee,” Children of the Sun, and gave the 
river and. its turbulent falls the name of their 
tribe. The spot was at the crossroads of trails 
which led from east and west, from the covered 
wagon roads to the south and from the forests and 
lands of the Hudson’s Bay to the north. As the 
white man pushed his way westward, as the boats 
of the fur traders and trappers began to ply the 
Columbia and battle up the Spokane to the Falls, 
it became a place of barter. 

Near by was built Spokane House, the first place of 
business in the Pacific Northwest, where traders of the 
Northwest Fur and the Hudson’s Bay companies gave 
food and supplies to their trappers on “credit” and _re- 
ceived payment when the pelts were brought in at the 
end of the season. These traders and trappers were fol- 
lowed by the prospectors who found riches in the hills 
and whose demands for homes and food caused the first 
crude lumber mill to be built beside the falls of the 
river and also called for tiny grist mill where the water 
could turn its wheels. 

Thus the council grounds of the Children of the Sun 
became a white man’s town, but kept the Indian name. 
Spokanee became Spokane, ther’ still close to its pioneer 
beginnings. Its retail establishments were small, one- 
room enterprises and its storekeepers, striving for a foot- 
hold, sought not to give too large a grubstake to any man 
on speculation lest they lose the stake. Still, they sought 
to keep the friendship of the prospectors and trappers, 
who might come back from the hills and forests to the 
little town, rich enough to be important customers. The 
merchant’s fate rested on his own sagacity. Whether or 
not he failed was his own problem. 

However, as the years passed and the village changed 
to a city, the role of the storekeeper changed also. He 
hired help. The income of his employees and their 
families depended on his success; he needed money for 
expansion perhaps and the banker, or a fellow business- 
man, invested in his enterprise and was affected by its 
prosperity. Just as the trails developed into roads, and 
the roads into modern highways, the problem of whether 
to trust or not to trust a customer advanced from the 
consideration of one man’s business welfare to the con- 
cern of several, and then to where it could influence the 
trade of an entire community. Merchants began to need 
advice and credit men were born. 
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In 1911, eleven of these men in Spokane decided to 
take lunch together once a week to exchange ideas and 
information. A short time later when the luncheon group 
became established, they stated, ‘We, the undersigned, 
representing the Credit Establishments of the various 
business houses in Spokane, hereby associate ourselves in- 
formally for acquaintance and social and business inter- 
course, and for the exchange, through a central office, of 
such information as may be for our common interest.” 
In their first records they wrote, “The name of this 
Association shall be the Retail Credit Men’s Association 
of Spokane.” 

In 1946, Spokane credit men and women established 
another record. While the pioneer trading center has 
grown to be the 66th city in size in the United States, 
its retail credit association has increased from the original 
eleven members to over five hundred. This makes it one 
of the five largest local associations in the National Retail 
Credit Association. The Spokane group and those who 
are charter members of that early, tiny organization are 
proud of this growth. 

The original eleven men, four of whom are still active 
in Spokane civic affairs, are: Tom Jones of the old 
Culbertson, Grote-Rankin Company; Guy S. Hebberd of 
Tull & Gibbs; Glenn Pattee, of R. J. Hurd & Company; 
D. F. Hallahan of Greenough’s; Lee S. Libby of John 
W. Graham & Company; C. F. Roadnight of The 
Crescent ; Y. M. White of the Washington Water Power 
Company ; O..M. Green of the Exchange National Bank; 
D. R. McClure of the Crystal Laundry; F. P. Shockley 
of Hill Brothers Shoe Store; and W. G. Ramage of the 
Hawkeye Fuel Company. Some of these firm names, as 
some of the men’s, are no longer familiar in Spokane; 
but the majority are. 


Spokane—Birthplace of N.R.C.A. 


Back in those early years, credit men in other cities 
heard of the Spokane association and formed similar 
groups. And in 1912 Spokane had the great distinction 
of being the birthplace of the National Retail Credit 
Association. It was organized at a meeting in the East 
Banquet Room of the Davenport Hotel. Today on the 
wall of that banquet room hangs a plaque telling of the 
occasion. Spokane also has had the honor of having two 
of its credit executives elected president of the National 
Association, R. W. Watson and E. K. Barnes. It has 
had the privilege of being host to the N.R.C.A. several 
times including 1937, when the National Retail Credit 
Association returned to the place of its founding to cele- 
brate its 25th silver anniversary with an outstanding 
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RALPH W. WATSON, Ralph W. 
Watson and Company, was President 
of the National Retail Credit Associa- 
tion in 1925-26. He is still active in 
business and community affairs. He is 
honorary life member of the Spokane 
Retail Credit Association. 


GUY HEBBARD served as the first 
Secretary of the Spokane Retail Credit 
Association back in 1911. He is still 
active in business, and one of the 
owners of a large furniture store in 
Spokane, Tull and Gibbs. A charter 
Member of the N.R.C.A. 


Spokane’s Credit Leaders 


Upper Row 


E. K. ‘‘NED’’. BARNES is Vice- 
President of the First National Bank. 
He served as President of the National 
Retail Credit Association in 1936-37, and 
presided at the silver anniversary con- 
vention of the Association in Spokane, 
June 15-18, 1937. 


Lower Row 


N. M. MAC LEOD is the Secretary of 
the Spokane Retail Credit Association 
and Manager of the Spokane Credit 
Bureau. He has been Secretary of the 
local Association since 1920. Mr. Mac- 
Leod has long been a supporter of the 
National Retail Credit Association. 


JOHN W. PERRY, Exchange Lumber 
and Manufacturing Company, is the 
present President of the Spokane Re- 
tail Credit Association. He has been 
active in credit work for several years. 
Mr. Perry has been a member of the 
N.R.C.A., since 1925. 


R. T. SCHATZ, Washington Water 
Power Company, is the present National 
Director for District 10 of the National 
Retail Credit Association. He is active 
in local credit affairs and served as the 
1946 Chairman of Spokane County’s 
Community Chest Drive. 
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credit conference. 


Credit, 


The National membership then had 
grown to over 14,000, and the members chanted a “Back 
to birthplace” slogan as they flocked westward. 
Barnes, as president, and the entire flourishing Spokane 
Association proudly entertained them. 

There is little need to dwell on the present activities 
of any city’s retail credit association; they are familiar. 
as we know it, would not be possible without 


E. K. 


early days? 


such local organizations and the national association. Nor 
would the production, the buying and living standards 
of our nation be possible without credit. 
every industry and every profession is served. 
From the credit 
gleaned the fact that it was not all seriousness nor the 
“usual discussion and comments”; although the fact that 
the latter took place is noted in each and every week’s 


Every business, 
But in the 


association’s minutes is 
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minutes down through the 35 years of the Spokane asso- 
ciation’s existence. One thousand and twenty times the 
buyers of Spokane were discussed. 

In this age of an overabundance of “days” and “weeks” 
to boost this and that, it is interesting to look back and 
note that 1924 was declared “pay promptly year” by this 
local credit association. Sounding a little strange today, 
however, is the story “Defends Buying Autos on Terms” 
—a report of an association meeting in 1925. “Many 
persons refer to the selling of automobiles on down pay- 
ments and monthly installments as though it were merely 
one momentary expression of a ‘jazz’ era presently to be 
forgotten,” stated a speaker on ihe occasion of that meet- 
ing in 1925. “But we feel that those who would enjoy 
life are rarely expecting to discontinue the ownership and 
operation of an automobile.” The records do not tell us 
how many of the credit men agreed with the speaker then, 
but certainly they would now concede his last statement 
to be correct. 

When the members took time off to play golf years 
ago, they pitted the “slow pays” against the “prompts.” 
The “slow pays” won! That was in 1925 that the credit 
men could joke about slow pay, but back in 1914 they 
took their just debts seriously. That is, they used two 
meetings of the association to discuss just how and when 
they should tip the waiters and who should pay the tips. 
At first it was moved and seconded that fifty cents per 
member should be taken from the treasury. At the next 
monthly meeting that motion was repealed and it was 
voted to collect 25 cents a month from each member to 
take care of tips. 

Of course, it was also a custom.for the members to 
enjoy themselves. On June 16, 1914, they planned an 
excursion to see the then new Long Lake Dam. Wash- 
ington Water Power as host furnished all the cigars, with 
Scotch and Ginger Ale donated by other firms. Also 
that year, the annual meeting was highly entertained by 
a young lady and her “witty jokes and songs.” After 
the election of officers, on January 19, 1916, all the credit 
men went to the “Clemmer Theater to see a motion pic- 


CREDIT WORLD Ziles 


WE NOW HAVE available a handy, attrac- 
tive cardboard file container resembling 
buckram in which you may conveniently 
store your copies of The CREDIT WORLD. 
Each file will hold 24 issues (2 years) and 
may be kept on your desk or in your book- 
case for ready reference. The title is clearly 
printed on the backbone of the file in pleas- 
ing blue ink. Year labels from 1941 through 
1950 furnished with each file. A reader’s 
index of selected articles is printed on the 
back for your convenience. 


When you have this neat container at your 
finger tips you needn’t fumble for your copy 
of last May—it will be there in the holder 
with all the other current copies. 
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ture, that being the entertainment feature.” In June, 
1916, what seems to have been the association’s first picni¢ 
was held with “plenty of food including platters of fried 
chicken and strawberry pie!” The September meeting in 
1912 was adjourned so that the members could watch a 
parade of automobiles which the Spokane ‘“‘ad club men” 
had arranged for that particular day. 


Along with this and that, the years passed and the 
young association was growing in civic consciousness, 
Aside from the service it was rendering its members and 
business in general through its work, it began to cooperate 
with other organizations. It voted donations to the 
Social Service Bureau; it changed its meeting day te 
avoid conflict with the Chamber of Commerce; it took 
membership in the Retail Trade Bureau; and it appointed 
a permanent legislative committee. During the first 
World War, as in the second, the association gave all 
possible aid, purchasing bonds and helping the Red Cross, 
There were shortages also after that conflict, as there are 
now, it seems, for the meeting of December, 1919, had te 
be cancelled because of the fuel shortage; at the annual 
banquet that year the guest speaker took as his subject 
“The High Cost of Living.” 

That year, the by-laws were amended to read “the 
representative of the credit reporting agency belonging 
to this association shall be the permanent secretary of this 
association.”” From that time to the present, the minut@ 
have been signed by N. M. MacLeod. As these minute 
become more up to date, they continue to bear witness © 
the steady growth of the association and its consistent pat 
ticipation in national credit affairs. Now the turn of the 
calendar and the beginning of a new year finds the 
Spokane Retail Credit Association with a National Dé 
rector, R. T. Schatz, and with a membership of mort 
than 500. It is well, as the association looks back, @ 
pause with pride; and as it looks forward, to take time 
for felicitations and a renewal of purpose. 


With its association Spokane, as a city, has progress 
and prospered from the pioneer settlement to the metro 
politan center of the vast intermountain territory whic 
is known as the Inland Empire of the Pacific Northwest 
The basic industries of lumber, mining and agricultutt 
have built it into a city of fine stores and business i 
stitutions, and of beautiful homes. 
city which faces a new era. 


It is now, as well, a 


At Spokane’s door, the mighty Grand Coulee Dam, 
completed at the start of the war, through the power ff 
created, served a major role in national defense during 
the war. It brought to Spokane great light metals plant 
and other industries. These are now turning to peac® 
time production in the start of a new “light metals era 
for this part of the country. Following on the completion 
of the dam itself, construction is now under way on the 
Columbia Basin project, the reclamation of some million 
and more fertile acres. Bringing water to these thirsty 
lands will make possible thousands of new farm homé 
and the creation of new wealth, the immigration of new 
people. Like the dam, the vast expanse of the Columbia 
Basin and this prospective development is in the Spokane 
territory. 

The Spokane Retail Credit Association will help serv® 
this outlying territory, the city itself and its retail trad@ 
and will also be a contributing factor in these widening 
horizons. 
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WHEREVER YOU GO— 


This is an installation of Burroughs machines 
in the Customers Accounting Department of 


YOU SEE THE LACLEDE GAS COMPANY, St. Louis. 
BURROUGHS M 


ACHINES 


Back of the scenes, in most businesses, you will find Burroughs machines carrying 
out assignments vital to good management. 

They lend speed and accuracy to the handling of payrolls, stock records, budgetary 
accounting, billing, purchase and payment records, accounts receivable—to mention a few. 
They provide management with up-to-the-minute information on which to base sound judgment. 
Efficient in themselves, they contribute to efficiency. 

With this background of dependability to build 
on, Burroughs is at work on developments that will 
make Burroughs machines still finer in appearance 
and performance. Great things are going on at 
Burroughs for the business of tomorrow. 


BURROUGHS ADDING MACHINE COMPANY « DETROIT 32, MICH, 


FIGURING, ACCOUNTING, STATISTICAL AND CASH REGISTERING MACHINES + NATIONWIDE MAINTENANCE SERVICE + MACHINE SUPPLIES 
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Reviving Inactive Accounts By Letter 


W. H. Butterfield 


Educational Director, Editor of Better Letters Service 
National Retail Credit Association 


VERY STORE that maintains a credit depart- 
ment has a certain percentage of inactive 
charge accounts on its books. The law of averages 
makes this an inevitable fact, regardless of the 
efficient service or high-quality merchandise pro- 
vided by the store. 

As a result, many retail firms use the mails to 
solicit the renewed use of dormant accounts. The 
success of this promotional effort depends largely 
upon the effectiveness of the letters written to 
inactive customers. 

Unfortunately, most inactive-account solicitations are 
poor specimens of persuasive writing. Many of them 
are loaded with trite, threadbare expressions that make 
the message sound dull and mechanical. Here is an ex- 
ample in current use: 


Dear Mr. Green: 


It has come to my attention that we have not had the 
pleasure of your valued patronage for some time. 

Please be assured that all the facilities of this store are 
at your. disposal, and that your charge account is still 
available for your convenience. 

We have appreciated the privilege of serving you, and 
we are looking forward to the opportunity to do so again 
in the near future. 

Yours very truly, 


This stereotyped letter contains little more than a pro- 
cession of business letter “chestnuts” —it has come to my 
attention, the pleasure of your valued patronage, please be 
assured, available for your convenience, the privilege of 
serving you, we are looking forward to the opportunity, 
in the near future. The letter rates a flat “zero” on per- 
suasive power; it gives the reader no incentive whatever 
to resume the use of his account. 

Another common weakness of inactive-account letters 
is negative emphasis. Frequently the writer suggests a 
variety of reasons why his readers may have stopped using 
their accounts—reasons that reflect unfavorably upon the 
store and its services. Here is a typical example: 


Dear Mrs. Brown: 


It has been some time since we last had the pleasure 
of serving you through your charge account. 

We are deeply concerned over your long absence, and 
are wondering if it has resulted from some fault of ours. 
If there has been any dissatisfaction with our goods or 
services, we shall appreciate your telling us about it. If 
some discourtesy on the part of a salesperson has offended 
you, won’t you please let us know? If there has been any 
error or misunderstanding in the handling of your ac- 
count, we hope you will bring it to our attention. 

In short, please tell us frankly if any failure on our 
part is responsible for the inactivity of your account. The 
thought that you may be displeased concerns us as much 
as the loss of your patronage, and we want to straighten 
out any inattention or oversight that may be keeping 
you away. 

Sincerely yours, 


This letter pours forth a steady stream of negative 
The writer’s vocabulary leaves his 
reader thinking of trouble and disappointment instead 


words and ideas. 
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of efficiency and satisfaction. The message contains ten 
distinctly negative words: fault, dissatisfaction, discour- 
tesy, offended, error, misunderstanding, failure, displeased, 
inattention, and oversight. In addition, the last three 
words of the letter stress the very situation which the 
writer needs to overcome. ‘The strategic closing position 
should be used to invite the customer’s return, not to 
emphasize factors that may be keeping him away. 

The letter specimens presented thus far illustrate the 
two most common faults of inactive-account solicitations. 
Now, by way of contrast, let’s review a couple of ex- 
amples that do a persuasive, constructive job in renewing 
contact with inactive charge customers. Here are two 
letters that follow the same basic pattern, as shown in the 
paragraph-by-paragraph analyses. 
cellent results for their users: 


Both produced ex- 


Dear Mr. Black: 


You may have thought that because 
this store is large your patronage would 
not be missed. On the contrary, we are 
genuinely concerned because you have 
not used your charge account for some 
time. 


Point of contact 
noting customer’s 
absence, and em- 
phasizing that he 
has been missed 


Emphasis of cus- 
tomer satisfaction, 
and desire to cor- 


If there has been anything in our rela- 
tionship to cause you to stop using our 
credit facilities, please give us an oppor- 
rect any short- tunity to correct it. We want you to be 
coming on part of fully satisfied in all your dealings with 
store Hale Brothers. 


Timely appeal de- 
signed to induce 
customer’s return 


Incidentally, this is an ideal time for 
the use of your account. The entire store 
is ready for our annual Mid-Winter Sale, 
with selections more complete and varied 
than we have had in years. 


Do pay us a Wisit soon. You will find 
it both pleasant\and profitable. 


Expression of de- 

sire to serve cus- 

tomer again 
Sincerely yours, 


x * 
a Dear Mrs. White: 


Point of contact It has been a long time since we’ve had 
noting customer’s the pleasure of hearing you say “Charge 
absence, and em- it.’ These two words tell us that a 
phasizing that she customer finds her charge account a con 
has been missed venience and enjoys using it. 


Your good will and friendship mean 
a lot to us, and your prolonged absence 
has caused us genuine concern. 


If you have ever received less than one 
hundred per cent satisfaction from a pur- 
chase made here, please give us an op- 
rect any shortcom- portunity to correct the situation. When 
ing on part of we say “Your Satisfaction Guaranteed,” 
store we really mean every word of it. 


Emphasis of cus- 
tomer satisfaction, 
and desire to cor- 


Timely appeal de- The entire store is now ready for your 

signed to induce Christmas shopping visits. It is beauti- 

customer's return fully decorated for the holiday season, 
and stocked with the most complete selec- 
tions we’ve had since Pearl Harbor. 


It will be a real pleasure to serve you, 
and to hear you say “Charge it” again. 


Expression of de- 

sire to serve cus- 

tomer again 
Sincerely yours, 





Ye 
tiven 
The 
reade 
perso 
him 1 
thus | 
policy 
usual 
appea 
the r 


comb 
motic 
ment 
struc’ 
requi 
pulse 
aspec 
centa 
the s 
warn 
M 
one « 
to mi 
vitali 
Le 
lette1 
folloy 
more 
credi 
actio: 
use tl 
Not 
artic] 
tant | 
Duri 
The 
effect 
tion 
quest 
A. 
Al 
point 
the ¢ 
the 
resig 
mer]: 
now 
Store 
is kr 
been 
Cley 
pany 
his 
Cle, 


sient 


is ten 
scour- 
eased, 
three 
h the 
sition 
lot to 


te the 
tions. 
of ex- 
ewing 
e two 
in the 
d ex- 


ryecause 
would 
we are 
1 have 
r some 


ir rela- 
ng our 
oppor- 
u to be 


rs with 


me for 
re store 
er Sale, 
varied 


vill find 


, yours, 


ve had 
“Charge 
that a 
t a con 


ip mean 
absence 


than one 
na pur- 
} an op- 

When 
anteed,” 
it. 


for your 
| beauti- 
season, 
‘te selec: 
rbor. 


irve you, 
” again. 


ly yours, 


Years of experimentatiom have demonstrated the effec- 
tiveness of the functional process used in these two letters. 
The initial step of this psychological pattern gets the 
reader’s attention and arouses his interest through the 
personal tone of the message. The second step encourages 
him to report any shortcoming on the part of the store, 
thus emphasizing customer satisfaction as a basic company 
policy. The third step motivates the reader’s return, 
usually through a timely element of merchandise or price 
appeal that arouses his curiosity. The final step invites 
the reader (in a short concluding paragraph) to visit the 
store again and resume the use of his account. 

To revive inactive accounts by mail, the writer must 
combine elements of the adjustment letter, the sales pro- 
motion message, and the letter of invitation. The adjust- 
ment phase requires tact—the use of words that are con- 
structive rather than negative. The promotional phase 
requires a subtle touch—one that generates a buying im- 
pulse without resorting to obvious selling effort. If these 
aspects of the letter are handled adroitly, a large per- 
centage of its readers will accept the invitation to visit 
the store again—provided the message carries a tone of 
warmth and sincerity. 

Most of the inactive-account letters in current use lack 
one or more of these essential elements. Many messages 
to missing customers lack al/ of the qualities that generate 
vitality and persuasive power. 

Let’s remember that every successful credit promotion 
letter stimulates its readers to action. The next time you 
follow up your inactive accounts, be sure your letter does 
more than remind its readers of their 


A New Business Service 


Something new in the way of assistance to small busi- 
nessmen has been announced by the United States De- 
partment of Commerce in the shape of what it calls 
“Small Business Aids.” 

The “Small Business Aids” are being issued by the 
Department’s Office of Small Business as a series of 
two or three-page practical discussions, each of which 
outlines the solution of an actual business problem 
that has been demonstrated by a small businessman as a 
practical solution. The subjects selected for case studies 
are actual questions which small businessmen are asking 
in the cities where the Department of Commerce has its 
76 field offices. 

Each of these aids is a factual report of how some 
successful businessman has solved a particular manage- 
ment problem or increased his profits. ‘Their distribu- 
tion without charge by the Department of Commerce, 
through its regional and district offices, now makes them 
of service to many businessmen with the same or similar 
problems. 

One of the series, entitled, “The Value of a Sound 
Credit Policy,” illustrates through an actual experience 
the effect of a good credit policy on the growth and 
expansion of a business. Other “Aids,”’ now available, 
include such varying topics as “What a Good Package 
Should Do,” “Boosting Worker Productivity,” “How to 
Fix Compensation for Salesmen,” and “Buying for a 
Village Hardware Store.” kk 





credit privileges. Make it stimulate 
action by giving them an incentive to 
use their accounts again. | 
Nore: This is the first of a series of 
articles by Mr. Butterfield on impor- 
tant types of credit department letters. 
During 1947 he will also discuss in 
The Crepir Wor p the principles of 
effective “thank-you” letters, collec- 
tion letters, and letters declining re- 
quests for credit.—Ed. 
A. R. Peterman New Trustee 

Arthur R. Peterman has been ap- 
pointed by the Board of Trustees of 
the Credit Bureau of Cleveland to fill 
the unexpired term created by the 
resignation of William Hoffman, for- 
merly with the Stearn Company and 
now office manager of Charga-Plate 
Stores, Inc., Cleveland. “Pete,” as he 
is known to his host of friends, has 
been active in credit circles and the 
Cleveland Retail Credit Men’s Com- 
pany for a number of years. He is in 
his twenty-seventh year with the 
Cleveland Plain Dealer and is Tran- 
sient Collection Manager for them. 

1947 Conference 

If you are planning to attend the 
1947 Conference of the N.R.C.A. 
next June, be sure to fill out the 
registration blank on page 10 and 
send it to the Housing Bureau today. 


Even more 


\ 4 important now! 
B,)) 


Today, with Regulation W off, controlled credit is 


your problem. Add profitable new credit customers, the easy way—without 
adding to the cost or risk of running your Credit Department. Use 
the Rand McNally Budget Coupon Book system. You'll find your new credit 
accounts profit makers, not headaches. 


The simple, easy-to-handle Rand McNally Budget Coupon Books give your 
customers the convenience of credit, yet cut to a minimum time-taking book- 
keeping and handling costs. Find out now how this practical Budget Coupon 
Book system can help you expand your credit facilities and accounts more 
profitably. It'll pay you! 


Write for details to: 


Rand McNally & Company 
Dept. CW-17, 536 South Clark St., Chicago _ . 
111 Eighth Ave., New York 11 
619 Mission St., San Francisco 5 


RAND MCNALLY Budget Coupon Books 
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Heese Os 
The BOOK SHELF XS 
(eli) | | | os 


Bank Letters: How to Use Them in Public 
Relations (Dahl Publishing Company, Stamford, Conn. 
68 pages, $2.00)—A book of great value to banking in- 
stitutions that want to humanize their letters and make 
their correspondence more effective. This practical refer- 
ence volume by William H. Butterfield should be on the 
desk of every banker who dictates business letters. It 





contains a survey of opportunities for banks to build good 
will by mail, illustrated by fifty outstanding letters and 
five useful appendices. The model examples show how 
to build business, prestige, and good will through force- 
ful, friendly letters. The appendices cover forms of ad- 
dress for persons of rank, correct use of personal titles, 
proper form in addressing Army and Navy officers, and 
words frequently misused in bank correspondence. Bank 
Letters is Mr. Butterfield’s thirteenth book on letter writ- 


ing. 
Lh 

Business Executive’s Guide (McGraw-Hill 
Book Co., Inc., 330 West 42nd Street, New York, N. Y., 
240 pages, $3.00)—This book provides a check list for 
the businessman, to free him from the worry that im- 
portant details have been overlooked. Divided into sec- 
tions covering Organization, Finance, and Office Ad- 
ministration, the book, in 43 chapters, misses few tricks 
of modern mammon. The contents are heavily weighted 
toward accounting and taxes; but within the limits of the 
territory covered, no other check list is more potentially 
useful. The Office Administration section runs the 
gamut from Layout, through Equipment, Forms, Steno- 
graphic, Filing, and Mail to a catch-all chapter on “Office 
Costs.” 


Credit Records Still Important 


WHILE GOVERNMENT regulations on retail 
credit granting were lifted December 1 and credit grant- 
ers are now permitted to use their judgment on the ex- 
tension of retail credit, credit executives of the nation 
are not unmindful of their obligations to protect the 
credit standing of Mr. and Mrs. Average American, 
through the avoidance of all inflationary practices. 

Regulation W was a war measure. introduced to check 
inflation by limiting retail credit to short terms. ‘The 
Regulation was the means of bringing about the healthiest 
credit conditions this country has ever experienced. Since 
this control so clearly proved the benefits of short-term 
credits to both the public and business, it should be con- 
tinued on a voluntary basis and encouraged by all credit 
granters. 

The Credit Bureaus should make it known to the retail 
credit buyers that with or without government regulation 
retail credit ratings are still based upon the prompt pay- 
ment of accounts and not upon the financial worth of 
purchasers. 

Whereas the government permitted open charge ac- 
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7th District Conference 


PLANS IN THE MAKING 


Oklahoma City is making elaborate plans for the en- 
tertainment of District 7 of the National Retail Credit 
Association at its annual Conference to be held February 
16, 17, 18 and 19, 1947, according to District President 
Ben E. Leyerle, Credit Manager, Oklahoma Gas & 
Electric Co., Oklahoma City, Okla. Headquarters will 
be the Hotel Skirvin. Present indications point to an 
unusually large attendance. 

A reception will open the Conference on Sunday eve- 
ning, February 16. The first general session is scheduled 
for Monday morning, February 17. Discussion groups 
will be held on Monday and Tuesday afternoons and will 
climax the Conference on Wednesday morning, the 19th. 
These special group meetings will include panel discus- 
sions on department store management; banking, finance 
and insurance; groceries and dairies; hospitals and pro- 
fessions ; newspapers, printing and stationery; petroleum, 
autos and service stations; and public utilities. 

This year’s meeting will present the changing credit 
picture, due to the partial lifting on credit regulations, 
effective December 1; credit control as a protection to the 
G.I. from overspending on the buying of homes, fur- 
nishings, etc.; and 1947 as a buyer’s rather than a seller’s 
market. 

Sincere friendliness and genuine hospitality, heritage of 
the pioneer spirit that settled the country, make for most 
pleasant Conference relationships in Oklahoma City. 
Young, as cities go, it maintains a gay spirit ; and this spirit 
makes for hospitality. In the middle of Mid-America this 
city has become one of the nation’s most popular Conference 
meccas ; entertaining Conference visitors is the thing its 
citizens like best to do. 

Local committees are hard at work; a splendid and out- 
standing program is fast nearing completion. When the 
representatives of District 7 assemble there next February 
16, Oklahoma City’s Conference facilities will be at their 
disposal. 

Hotel reservations have already begun to pour in. If 
you are planning to attend, you are urged to make yours 
immediately. Several conferences convene in Oklahoma 
City each day and cause a great deal of congestion, so do 
not wait too long before requesting accommodations. ' *** 





counts to be carried from 40 to 70 days, in order for the 
customer to maintain a first-class credit record he is re 
quired by credit granters to pay within 30 to 60 days. 
When longer terms are necessary or required by the 
buyer, he can always make satisfactory arrangements for 
such terms with the merchants or their credit departments 
without endangering his credit standing. However, when 
longer terms are taken without prearrangement, the cus- 
tomer’s standing is definitely affected. 

Government regulation of retail credit has done a great 
deal to educate the credit buyers of the inflationary 
dangers of loose credit buying, and that cheap credit is @ 
definite disservice to the public as well as to business if 
general. The burden of educating the public to the real 
benefits of credit rests upon the Credit Bureaus and Re 
tail Credit Associations—John M. Walsh, Credit Man- 
ager, The Goldstein-Migel Co., Waco, Texas. week 
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J. D. Henderson at New Post 


Joseph D. Henderson, Manager of Credit Sales and 
Assistant Secretary of Mayer Israel’s, New Orleans, La., 
for a number of years, has been appointed Managing 
Director of the American Association of Small Business, 
New Orleans, La. 

Mr. Henderson began his business career in the Wash- 
ington office of the Auditor of “Disbursements of the 
Southern Railway. Later he was employed as Senior 
Accountant, acting for the District Comptroller, of the 
Gulf District of the U. S. Shipping Board, now the 
Maritime Commission. 

For many years Mr. Henderson has been active in 
credit groups. He is a former president of the Retail 
Credit Association of New Orleans and a former vice- 
president of District 4 of the National Retail Credit 
Association. He is also a member of the Board of 
Directors of the New Orleans Charga-Plate Association, 
as well as a member of the New Orleans Chapter of the 
National’ Institute of Credit. 

Born in Charlotte, N. C., he was reared on the family 
plantation at Huntsman’s Rest, near Orange, Va., and 
was educated in Washington, D. C. He is a Junior 
Warden of St. Paul’s Episcopal Church, New Orleans, 
is a 32nd-degree Mason and a member of Kiwanis 
International. 

W. J. Anderson Replaces Henderson 

William J. Anderson, formerly of the General Motors 
Acceptance Corp., New Orleans, La., succeeds Joseph 
D. Henderson as Manager of Credit Sales at Mayer 
Israel’s, New Orleans, La. 

Camden, New Jersey, Gets Gavel 

After a five-year period of inactivity the South Jersey 
Credit Managers Association, Camden, New Jersey, 
reorganized in November, 1945. Because it was the 
first unit in a city of 50,000 to 250,000 population to 
organize in 1945, the Association was awarded a gavel 
at the 32nd Annual Business Conference of the N.R.C.A. 
at Cleveland last May. Clarence E. Wolfinger, Credit 
Manager, Lit Bros., Philadelphia, Pa., presented the 
gavel to the Camden Association at their September 
meeting. ; 

Recently elected officers of this Association are: 
President, William A. Atkinson, W. L. Hurley Co.; 
Vice-President, Frank Hill, Sherwin & Williams Co.; 
Secretary, Charles W. Swan, Camden Credit Associa- 
tion; and Treasurer, Clarence P. Wright, Courier Post. 
Six directors were also elected to serve over a period of 
three years. 





W. A. Sands 


Willard A. Sands, 78, died of a heart ailment recently 
at his home in Columbus, Ohio. He was president of the 
Ohio Bureau of Credits which he founded in 1901. A 
member of the Ohio National Guard from 1901 to 
World War I, he served overseas with the 166th Infantry 
Division of the 42nd Rainbow Division. He was a mem- 
ber of many organizations and active in civic affairs. 


Coming District Meetings 


District Two (New York and New Jersey) and Dis- 
trict Twelve (Delaware, District of Columbia, Mary- 
land, Pennsylvania, Virginia and West Virginia) will 
hold a joint annual meeting in New York, N. Y., 
March 2, 3 and 4, 1947. 

District Three (Florida, Georgia, North Carolina and 
South Carolina) and District Four (Alabama, Louisiana, 
Mississippi and Tennessee) will hold a joint annual 
meeting in New Orleans, La., March 23, 24, 25 and 26, 
1947. 

District Five (Ohio, Michigan, Ontario, Canada, and 
Kentucky) and District Thirteen (Illinois, Indiana and 
Wisconsin, except Superior) will hold a joint annual 
meeting in South Bend, Ind., February 14, 15 and 16, 
1947. 

District Six (Iowa, Minnesota, Nebraska, North 
Dakota, South Dakota, Superior, Wisconsin, and 
Manitoba, Canada) will hold its annual meeting in 
Cedar Rapids, March 16, 17 and 18, 1947. 

District Seven (Arkansas, Kansas, Missouri and Okla- 
homa) will hold its annual meeting at the Skirven Hotel 
in Oklahoma City, Okla., February 16, 17, 18 and 19, 
1947, 

District Eight (Texas) will hold its annual meeting 
at the Gunter Hotel in San Antonio, Texas, May 11, 12, 
13 and 14, 1947. 

District Nine (Colorado, New Mexico, Utah and 
Wyoming) will hold its annual meeting in Albuquerque, 
N. Mex., April 12, 13 and 14, 1947. 

District Ten (Idaho, Montana, Oregon, Washington, 
Alaska, Alberta, Canada, British Columbia, Canada, and 
Saskatchewan, Canada) will hold its annual meeting in 


Vancouver, B. C., May 25, 26 and 27, 1947. 
——Position Wanted——_ 


Bureau Manager or Credit Manager. Experienced 
collector and promotion manager. Excellent referenced. 
Box 713, Crepir Wor.p. 


Wanted to Buy 


Crepir Bureau. Middle West preferred, in town 
with population from 5,000 to 60,000. Veteran with 
background in financing, credits and collections. Address 


Box 712, The Crepir Wor vp. 


For Sale 


Two Burroughs typewriter accounting machines each 
equipped with three accumulating registers for proof. 
Twelve inch front feed carriage. In excellent condition. 
$850 each, f.o.b. Denver, uncrated. Direct inquiries to 
Neusteters, Denver, Colo., attention S. C. Patterson. 

Old established credit bureau located in prosperous 
section of Southwest. No local competition; other 
investments necessitate sale. Purchaser must be experi- 
enced and aggressive to maintain this bureau’s prompt 
service record. Details will be furnished to interested 


parties. Address Box 711, The Crepir Wor -p. 
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JourneyingAs of the General Manager + x « L. S. Crowder 


MY SECOND TRIP since the annual conference in Cleve- 
land was to the West Coast, with stops at Denver and Salt 
Lake City enroute to San Francisco. 

Left St. Louis the afternoon of October 21, on the Colorado 
Eagle, a fine and fast train, and arrived in Denver the next 
morning. Called at the office of Past President Charles M. 
Reed, General Manager of the Retail Credit Men’s Associa- 
tion, and found him “hitting the ball.” Considering the fact 
that he had been seriously ill and confined to a hospital for 
some weeks less than a year ago, he was looking fine. He 
takes good care of himself and spends only a half day at the 
ofice. ‘This will be good news to his friends, as Charlie, 
who has been with the association for 27 years, has thought 
first of the association and his National affiliations, and then 
of himself. He is breaking in a former Army officer, Don 
Puffer, as his assistant, and from all accounts, Mr. Puffer has 
taken hold nicely and will be of considerable help to Mr. 
Reed. 

A luncheon was held at Daniels & Fisher Stores, at which 
the following were present: Forest Atkinson, Sears, Roebuck 
& Company ; Walter Bowen, The Texas Co.; Giles F. Foley, 
Denver National Bank; Reed Fulkerson, Gano Downs; Wm. 
E. Glass, Cottrell’s; Miss Catherine Graves, Cottrell’s; Joseph 
R. Lovett, Colorado National Bank; N. E. Marshall, The 
American Furniture Co.; $. C. Patterson, Neusteter’s; Don 
Puffer, Retail Credit Men’s Association; Charles M. Reed, 
Retail Credit Men’s Association; William Roark, Sears, Roe- 
buck & Co.; LeRoy Rosvall, The May Company; Cecil Shaw, 
Denver Dry Goods Co.; and Raymond Wark, Daniels & 
Fisher Stores. 

Credit Terms Discussed 


It gave me an opportunity to discuss credit trends, the 
reasons why it will not be possible to adopt community credit 
policies, and the importance of consumer educational cam- 
paigns, 

During my stay in Denver calls were made on most of the 
members who attended the luncheon. It was not convenient 
for former National Director Russell H. Fish to be at the 
luncheon, so I called on him. His friends will be glad to 
learn that he is again with the May Company and connected 
with the Controller’s Office. 


with the rank of Lieutenant Colonel. 


Russell retired from the Army 
Also called on Elmer 
C. Stegner, Secretary-Treasurer of the Denver Dry Goods 
Company. 

Was sorry that I did not have an opportunity to see Fred 
T. Leonard, Honorary Life Member of the National Associa- 
tion and Credit Manager of Daniels & Fisher Stores for a 
great many years. He is now retired, and puts in a lot of 
time fishing. Mr. Leonard is a charter member of the Na- 
tional, attended the meeting in Spokane at which the National 
was organized, and was its first Treasurer. 

Spent a very enjoyable evening at the home of Mr. and 
Mrs. Reed. Mr. and Mrs. Puffer and I were dinner guests; 
it gave us an opportunity to spend several pleasant hours to- 
gether. 

Left for Salt Lake City Wednesday afternoon over the 
Denver and Rio Grande Western Railroad, via the Moffat 
Tunnel route. It is a very scenic trip and the delegates to 
our National Conference at San Francisco in 1939 will re- 


member the beautiful ride through the Rockies from Denver 
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to Glenwood Springs. However, it was dark when we reached 
Moffat Tunnel and it was not possible to enjoy the scenery, 

Reached Salt Lake City early Thursday morning and my 
first call was on Harry P. Earl, Executive Vice President of 
the Credit Bureau and President of the Associated Credit 
Bureaus of the Rocky Mountain States. Harry is a Past Na- 
tional Director, having served in that capacity when he was 
connected with the Utah Power and Light Company. 

During the morning we called on Roscoe Grover of the 
First National Bank, President of the Salt Lake City Associa- 
tion. A luncheon meeting was held at the Hotel Utah. It 
was one of the largest (an overflow meeting) it has been my 
pleasure to address in that city. Thomas Clarke, the Bureau 
Manager at Ogden, and his assistant drove over from that city. 
He exacted a promise from me to visit Ogden on my next trip 
West. 

During the afternoon calls were made on Mrs. Grace 
Jones of Auerbach’s, Treasurer of the Credit Women’s Break- 
fast Clubs of North America; Miss Grace Wilton of The 
Paris Company; Alex Jex, Peoples Finance & Thrift Com- 
pany; Wendell B. Romney, Zions’ Cooperative Mercantile 
Institute, President of District 9, N.R.C.A., and B. D. 
Wheat, Keith-O’Brien, Inc. 
Roderick Langton, Salt Lake Tribune and Telegram was out 


Former National Director 


of the city for the day. 

That evening I attended a dinner of the Officers and Di- 
rectors of the Credit Bureau at the Hotel Utah. There were 
Earl; Frank Foulger, L.D.S. Hospital; 
Harold Gloe, Morrison-Merrill & Co.; Roscoe Grover; Alex 
Jex; Mrs. Grace Jones; Roderick Langton; Robert Pedersen, 


present Harry P. 


Bamberger Coal Company; Ted Press, Utah Power & Light 
Company, Vice President of the Credit Bureau of Salt Lake 
City; Wendell B. Romney; and Eldon Taylor, Glen Bros. 
Music Company. 

Early Friday morning I left for San Francisco over the 
Western Pacific, through the Feather River Canyon. This 
was the route of our special train in 1939, but unfortunately 
we went through the Canyon after dark. 

Shortly after my arrival in San Francisco—about nine 
o'clock Saturday morning—Frank Caldwell met me at the 
Frank will be 


remembered as the former General Manager of the Associated 


Palace Hotel and we had breakfast together. 


Credit Bureaus of America who is now General Manager of 
He is do- 


ing an excellent job and is happy to be on the West Coast 


the Retailers Credit Association of San Francisco. 


again, 
Frank Batty Recovering 


Former President Frank Batty was recovering from a three- 
week illness and was not expected to be in the office before 
Monday. 

Spent Monday, October 28, in Oakland, in conference with 
President Harry L. Bunker, discussing National Association 
activities and plans for the 33rd Annual Conference, to be 
held in St. Louis, June 16-19, 1947. 

Monday evening we enjoyed a delicious dinner and several 
pleasant hours at the home of Mr. and Mrs. Bunker. There 
were present Mr. and Mrs. Frank Batty, Mr. and Mrs. Louis 
Byers (Mr. Byers is Controller of Capwell’s), Mr. and Mrs. 
Frank Caldwell and Miss Nora O’Connell, who for some years 
was connected with the Gray Shop, Oakland, and was largely 
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responsible for organizing the Credit Women’s Breakfast 
Club of Oakland. 

[Tuesday morning, on the invitation of Mrs. Jo Eichel- 
berger, City of Paris, President of the Credit Women’s Break- 
fast Club of San Francisco, it was my pleasure to attend the 
breakfast and the installation of new officers of the club. The 
President of the Gredit Women’s Breakfast Clubs of District 
11, Mrs. Constance Brown of Long Beach, was to have been 
present, but was unable to attend, due to the deatlf of the 
head of her firm, C. Merwin Dobyns of Merwin Dobyns. In 
her absence Miss Jeanne Whitmore, The Closet Shop, Palo 
Mrs. 
Helen Pease, President, Eagleson-Hawkins Company, Vice 
President, Miss Agnes Mahoney, Retailers Credit Association 
of San Francisco, Secretary, Miss Carolyn Hood, City of Paris, 
Treasurer, Miss Ella Cook, Podesta & Baldocchi. 

Returned to Oakland in the afternoon for a further confer- 
ence with President Bunker. That evening I attended a meet- 
ing of the Oakland Association at the Athens Club. 


were the Board of Directors of the Association and other key 


Alto, installed the new officers which are listed below: 


Present 


credit executives. 
Visited the new offices of the Credit Bureau. 
now on the ground floor in a new building, and by utilizing 


They are 


a balcony, have increased the floor space over the old office 
more than 50 per cent. It is expected that the next confer- 
ence of District 11 will be held at Oakland in the spring. 
On Tuesday morning and Wednesday calls were made on 
Past President Frank Batty and Dan D. Rowlands of Hale 
Brothers; W. F. Bradley, S. & G. Gump Company; M. L. 
Cahn, I. Magnin & Co.; John J. Carey, City of Paris; R. H. 
Clifton, C. W. Brown & Sons; W. V. Howe, Sommer & Kauf- 
mann; Urban Morf, O’Connor Moffatt Company; F. S. Osen 
of McKales, formerly of Seattle and very active in that associa- 
tion; and the Past President of the Credit Women’s Breakfast 
Clubs of North America, Miss Stephanie Dougherty of Mag- 
nin’s. Several promised to attend the St. Louis conference. 
Wednesday I attended a luncheon of the San Francisco 
Association at the Sir Francis Drake Hotel, at which the 
key credit in the neighborhood of 
present. The luncheon was presided over by our good friend 
Edward J. Dollard, now retired, who for many years was 
an executive of O'Connor Moffatt Company. He is an honor- 
ary life member of the National Retail Credit Association and 
plans to attend our conference at Banff, Alberta, in 1948. 
Waldo Marra, author of 


now 


5 0—were 





executives 


Spent an hour or more with 


, 


“Streamlined Letters’ who is connected with a very 
prominent firm of stock brokers in San Francisco. 

Thursday was again spent in Oakland, in conference with 
President Bunker, and late that afternoon I left for Monterey, 
to visit friends at Carmel Highlands over the week end. 

Monday and Wednesday, November 4 and 6, were spent 
in Los Angeles. On Monday I was the luncheon guest of my 
good friend Jack Gross, General Manager of the Retail Mer- 
chants Association at the Biltmore, and on Wednesday Dr. 
Clyde Wm. Phelps had luncheon with me at the Biltmore. 
We discussed his new book “Important Steps in Retail Credit 
Operation,” which will be off the press in January, and his other 
book, “Retail Credit Management,” the manuscript of which 
is being revised at this time. Dr. Phelps is now connected 
with the University of Southern California, Los Angeles. 

Wednesday and Thursday calls were made on S. E. Edger- 
ton, Broadway Department Store; R. A. Horton, The May 


Company; Arthur E. Kaiser, Bullock’s; J. A. Koverman, Des- 





mond’s; R. T. McLane of F. B. Silverwood, Inc.; M. H. 
Myers, Barker Bros., and W. D. Rogers, Milliron’s. 

Was sorry not to be able to see R. D. Roberts of the Union 
Oil Company, who was in San Diego the day of my call. The 
General Credit Manager, W. M. Shelton of the same com- 
pany, was on his vacation. 


Was also sorry to miss R. H. 
Duffy, Store Manager of The May Company, formerly with 
Called at 
Desmond’s twice, in an effort to see my old friend H. M. 
Doll, Sr., a member of our Quarter Century Club, but he was 
out on both occasions. 


Younker’s, Des Moines, who was on vacation. 


Regretted not being able to see Wm. W. Weir, now retired, 
who for many years was Credit Manager of The May Com- 
pany, who lives outside the city. 
ber of the National. 


He is an honorary life mem- 


Addressed Long Beach Association 

On Tuesday noon I addressed the members of the Long 
Beach Association at the Hilton Hotel. Calls were made on 
Mrs, Constance Brown of Dobyn’s; National Director, George 
V. H. Brown of Buffum’s; and Karl M. Gibbs, Manager, 
Long Beach Credit Association. When I called to see the 
Credit Manager of Walker’s, I also talked with Joseph Bishop, 
the Controller of the store. Was sorry to miss the General 
Manager, Howard Conrad, who was out of the city. Was also 
sorry to miss Floyd L. Hickman, Manager of Barker’s, when 
I called at the store. I did have a chat with H. S. Meily, 
Jr., Credit Manager; and Mr. Hickman was at the luncheon 
meeting. 

It was a pleasure to greet my friend L. R. Murray, formerly 
of Des Moines and Cedar Rapids, Manager of the Morris Plan 
Bank of Long Beach, who attended the luncheon. Mr. Murray 
was associated with me years ago at Montgomery Ward’s. 

Departed for El] Paso Thursday night and reached that city 
Friday night, a very slow, tiresome trip. Although I was in 
El] Paso on Saturday, a poor day for a meeting, I found that 
the regular weekly luncheon had been postponed to that day. 
It was held at the Cortez Hotel and was well attended with 
something like 25 present. Because it was Saturday, I re- 
stricted my calls to A. S. Jacobs, Popular Dry Goods Company, 
a member of the Quarter Century Club, and Douglas Wood- 
ruff, Credit Manager of the White House. 

Left for San Antonio that night and arrived Sunday after- 
noon about 2:30. Calls were made on W. H. Arlitt, Sr., San 
Antonio Truck Co.; Otho Griffith of Joske Bros. Co.; W. S. 
Holman, G. A. Stowers Furniture Co.; Virginia Lucchese, 
Lucchese Realty Co.; Gilbert A. Marbach, who is doing a 
“bang up” job as manager of the Collection Department for 
the Retail Merchants Association; Frank Seffel and R. E. 
Seng of the San Antonio Public Service Co.; Ada Shepherd 
of Frank Bros.; and C. C. Witchell, Secretary-Manager of 
the Retail Merchants Association, a member of the Quarter 
Century Club. . 

That night it was my privilege to attend the annual meet- 
ing of the Retail Merchants Association, at which I spoke 
briefly. 
Antonio Association at the St. Anthony Hotel. 
approximately 60 present, which is the average attendance 
The San Antonio Association, as I 


On Tuesday noon I addressed members of the San 
There were 


at the weekly meetings. 
have said before, meets every week, year in and year out, 
and has done so since it was organized in the spring of 1917. 
One interesting feature of the attendance of the association 
is that no notice of the meeting is sent out. For this reason 
an average of 55 is unusual. 


(Turn to ‘‘Journeyings,” page 29.) 
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W. H. BUTTERFIELD 


UR thanks to the many readers who expressed satis- 

faction with the “constructive criticism’ we en- 
deavored to present in these columns during 1946. Let’s 
start the New Year right by devoting the January com- 
mentary entirely to letter analysis. 


This Month’s Illustrations ™-—~ 


Illustration No. 1 is a good attention getter because 
of its unusual layout. Though used occasionally in col- 
lection letters, the “halfway”? message has seldom been 
employed to request suggestions for the improvement of 
service. 

This type of letter has a favorable psychological effect 
upon the customer. It shows him that the firm is sin- 
cerely interested in serving him with the greatest possible 
efficiency. The letter also invites his participation in 
the improvement campaign, and provides a convenient 
space for him to jot down his suggestions. This approach 
is an effective thrust at his sense of self-importance. The 
appeal would be stronger, of course, if the reader weve 
addressed by name. There is nothing very personal or 
individual about the greeting “Dear Boyd Customer.” 

The message proper begins very well, but develops a 
negative slant about midway in the letter by emphasizing 
several specific shortcomings, one or more of which may 
never have occurred to the customer. 

The last paragraph begins with a stereotyped expres- 
sion, ‘We want to take this opportunity of thanking you 
for your business. .. .”. The same idea could be expressed 
more forcefully in half as many words. The second sen- 
tence of the final paragraph displays questionable logic, as 
follows: 


The old like the flattery of the young, so send in your 
letter and tell us our shortcomings. 


A report of shortcomings could hardly be classified as 
flattery. This inconsistency could be eliminated by be- 
ginning the sentence: ‘The old appreciate the interest 
of the young, etc.” 

Illustration No. 2 is an inactive-account letter. Its 
friendly, sincere tone is one of its chief virtues. The 
writer has succeeded in visualizing an individual instead 
of a group, so that his letter sounds like a personal one. 

It would be advisable to avoid the repetition of we as 
the first word of each paragraph. This could be done by 
a few slight changes in wording. The opening sentence, 
for example, could read: 


It has been some time since we’ve had the pleasure of 
hearing you say “Charge it.” 


Or the second paragraph could be re-worded to read: 


Your good will and friendship mean much to us, and 

your prolonged absence has caused us genuine concern. 
The final paragraph could be made more compelling by 
supplying some incentive for the customer’s return. An 
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element of merchandise appeal, designed to interest the 
reader in visiting the store soon, would help to motivate 
his return. 





Illustration No. 3 is an unusual invitation to open 
a charge account. In the actual letter the Charge Cour- 
tesy Card printed at the top of the sheet has a red back- 
ground which serves as an excellent attention getter. 
This novel form of letter layout also provides a practical 
means of personalizing the message by filling in the read- 
er’s name on the courtesy card. 





The tone of the letter is friendly, yet dignified—an 
essential combination of qualities in a message that goes 
almost entirely to women. The only trace of stiffness 
occurs in the first line of the letter, in the expression 
“partake of the culmination.” Some such wording as 
“enjoy the benefits’”” would sound more natural and more 
consistent with the informal wording of the rest of the 
letter. 

The second paragraph contains a subtle and effective 
pride appeal—‘‘and you are the type of customer whom 
we desire to serve.” The final paragraph reminds the 
reader of the action desired on her part, and emphasizes 
how she will benefit by taking such action. 

This letter is remarkably free from a common weakness 
of credit promotion letters—the “we” point of view. 
Note how the reader is put into the “picture” right at the 
start, and kept there throughout the message. 

Illustration No. 4 is a thoughtful acknowledgment 
of a customer’s return from the inactive-account ranks. 
The tone of the message is cordial, and the reader is 
naturally pleased that his return has been noticed by the 
store personnel, 

The first paragraph could be made a little more effec- 
tive by the re-wording of the two sentences that begin 
with we. This pronoun appears three times in the two 
sentences, and the first-person approach is further empha- 
sized by the use of our. Such a revision as the following 
would eliminate altogether the use of we: 

The recent use of your Mandel Brothers charge account 
pleases us very much. Every effort will be made to 
serve you with courtesy and efficiency. 

The foregoing revision also reduces the length of the 
two sentences from 34 words to 25. 

The closing paragraph concludes the letter on a con- 
structive note by emphasizing pleasant and profitable 
shopping. It also backs up this idea by mentioning two 
favorable factors—a greater selection of merchandise and 
increased store personnel. In case depleted stocks or a 
reduced sales staff (conditions which were unavoidable 
during the war years) may have caused the inactivity of 
the customer’s account, the closing paragraph serves to 
assure the reader of steadily improving conditions. *** 
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BOYD RICHARDSON 
OLIVE ar SIXTH 
_SAINT LOUIS 





September 4, 1946 


Dear Boyd Customer: 


>. 


This is a different kind of a letter--"a half-way" letter 


This half is ours: This half is yours: 
This month marks Boyd's 

70th year as part of 

St. Louis. 


If we were a man we might 
have retired five years 
ago, but this store has 
the feeling that we are 
just beginning to grow! 


We have our own list of 
things we ought to do, 
like better elevator ser- 
vice, branch stores and 
air conditioning, but we 
ur ideas, too 





be very welcome, so 
send something in on your 
half of this letter 


We want to take this op- 
por y of thanking you 
r business and 
in the past and 
to sey that “now that we 











lease sign name and addr 
and return to us in the en- 
3 s closed envelope. We'd like 
our shortcomings. Be would to acknowledge all signed 
like to keop up with you. letters. 





Sincepgly, 


9X oud tk 


I. F. Boyd, Jr. 














Lomoon opm 
36 MILK STREET E.C, 
OTTAWA 


CANADA 


® 





CUUKTESY AND SERVICE 
AT YOUK COMMAND 
UPON PHESENTATION OF THIS CARD. 


¢ lminstion of 
YOU are invited to partake of the cu . 
50 years of experience in buying and selling select, 
quality gooas so mich desired by you and yet so 
hard to get in stores to-day. 


Customers like you have mde Murphy-Gemble in Ottewa 
possible - and you sre the type of customer whom we 
desire to serve - efficiently enc plessontly - with 
all our services et your call. 


3 he enclosed invite- 
A few days after you send us t 
tion, your secount will be opened, « courtesy —~y 
in your hands, end tke Murphy-Gumble doors opene 
wide to welcone® you. 


Courteously yours, 





C.E. Swercfager 


Manager, 
Credit Sales Depertment. 





ELLISON 


FURNITURE AND CARPET COMPANY 








— 
SEVENTH AT THROCKMORTON ST 


FORT WORTH. TEKAS 





October 28, 1916 


Mr. Robert L. Kiser 
310 Crenshaw Street 
Fort Worth, Texas 


Dear Mr. Kiser: 


We haven't had the Pleasure of hearin, 

you say 
"Charge it" for quite some time. These two words 
signify that the customer enjoys the convenience 
of his charge account, 


We really appreciate your good will and friendship, 
and your prolonged absence has caused us genuine 
concern, 


We want you to know that we miss 
you and shall 1 
forward to a visit from you soon. es 


Respectfully yours, 
ELLISON FURNITURE & CARPET COMPArY 
BY: « A Ve Lae a 


H. Nelson Bean 
Credit Manager 


ANB: b1 





Mandl Brothers eiatbtil | 
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October 15, 196 


Mr. Walter H. Fischer 
1234 Elmhurst Avenue 
Evanston, Illinois 


Dear Mr. Pischer: 


* you to know that we will do our utmost to 
serve you with courtesy and efficiency. 


With our constantly increasing 
assortments of merchandise, and with more 
people to help you, we are sure that you 
will find shopping at Mandel's both pleas- 
ant and profitable. 


Sincerely yours, 
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@ Volume of Business Setting a New Record @ 


BUSINESS IS STILL going on at a high rate and in 
many areas has continued to rise in recent weeks. Most of 
the increase has been due to early holiday buying in retail 
stores although part of it has been connected with greater 
industrial production in a number of industries. Goods are 
being distributed in larger amounts as was indicated by the 
unusual rise last month in the number of freight cars loaded 
on the railroads. 


THE GENERAL AVERAGE of all business and industry 
is about 15 per cent higher than it was a year ago. Unless 
work stoppages in major lines interfere, a new peak in total 
business transactions will be reached this month. Physical 
quantities of goods sold as well as dollar volume of business 
are headed toward an all-time high. 


IN NO AREA is business lower than it was a year ago 
and in a few places increases of well over 40 per cent have 
been reported. Apart from these exceptional instances, how- 
ever, conditions are more nearly uniform throughout the 
country than they have been for several years. Some of the 
widest contrasts are in those regions where business was 
lagging during the reconversion period just after the end 
of the war. 


IN MUCH OF the Eastern part of the country and in the 
industrial areas around the Great Lakes, business is still 
lagging. Much of the relatively poorer showing in those 
regions has been due to the difficulties in getting enough 
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materials to keep factory production going on smoothly. In 
the New York area, strikes in shipping and transportation 
have adversely affected all business and a considerable 
period of time will be needed to restore a high rate of 
activity. 


LABOR-MANAGEMENT difficulties and work stoppages 
in the smaller industries have also been responsible for 
reduced business volume in several important centers. Many 
bottlenecks still exist. They hamper production even 
though the total output of factories has risen somewhat 
above that of a year ago when reconversion kept operations 
in several lines relatively low. When better balance is 
achieved, more goods can be turned out, although demand 
in some lines and prospects for profitable operations after 
the first of the year have become somewhat less favorable. 


IN CANADA the rate of business activity has shown 
some recovery from the low point which was reached during 
the period of labor disturbances. The total business volume 
is below last year, although retail sales have been somewhat 
higher than they were a year ago. Agricultural conditions 
have become slightly less favorable but crops and farm 
income continue to be slightly better than they were last 
year. Some indications point toward improving conditions 
during the next few months. In spite of the falling off, 
business remains considerably above the average of the pre- 
war years.—BUSINESS BULLETIN, La Salle Extension 
University, Chicago, Ill. 
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Moir, CREDIT STATISTICS 


CONSUMER CREDIT outstanding increased about 
300 million dollars or nearly 4 per cent during October 
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to an estimated total of 8,694 million dollars. At the [Estimated amounts outstanding. In millions of dollars] 
end of the month total credit outstanding was ap- aid DEPART- 
° ; « > } TOTAL MENT HOUSE- 
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ization credit continued to rise somewhat more 7 “ae 174 271 29 101 
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e . » 
what ment sale credit showed the customary seasonal rise Nee Fi 2 i s | € a 
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TOTAL CONSUMER CREDIT, BY MAJOR PARTS 


{Estimated amounts outstanding. In millions of dollars] 
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LOCA, ASSOCIATION: | 





SIOUX CITY, IOWA 


Officers and directors recently elected by the Sioux 
City Retail Credit Association are as follows: President, 
Mrs. Gertrude Brown, Mazies; Vice-President, Ray 
Bentson, Sioux City Gas & Electric Co.; and Secretary- 
Treasurer, Eleanor Haase, Sears, Roebuck & Co. 
Directors: Mrs. Violet Sundquist, Burke Lumber & 
Coal Co.; Karl Sauer, E. & W. Clothing Co.; Henry 
Williges, August Williges, Inc.; and Mrs. Marion L. 
Rigdon, Johnson Furniture Co. 


Columbia, South Carolina 


Below is a photograph of the members of the Associated 
Retail Credit Managers of Columbia, Columbia, S. C., 
as they gathered for their November dinner meeting at 
the Wahe Hampton Hotel in Columbia. One ‘of the 
features of this particular meeting was the showing of the 
motion picture, “The Story of Credit,” which was thor- 
oughly enjoyed by everyone. Officers for 1947 are shown 
in the photograph standing from right to left: Director, 
R. L. Moser; Secretary, Harry W. Campbell, The 
Credit Bureau; President, T. S. Moseley, Hudson Caro- 
lina Motor Co.; Vice-President, John N. Grice, City 
Purchasing Co.; and Treasurer, Annie Ulmer, Lorick & 
Lowrance. 

Since being established in 1939 this Association has 
grown in size from 20 charter members, in a town of 
over 52,000, to 50 members, which represent the leading 
merchantile business concerns of Columbia. This group 
continues to enjoy regular monthly dinner meetings, dur- 


ing which various current credit problems are discussed. 


= aN 


DALLAS, TEXAS 


At a recent meeting of the Dallas Retail Credit Man- 
agers’ Association, Dallas, Texas, the following officers 
and directors were elected for the year 1947: President, 
C. Hal Jones, Hunt’s Department Store; First Vice- 
President, F. Wm. Johnson, Neiman-Marcus Co.; 
Second Vice-President, E. P. Kirkpatrick, Fakes and Co. ; 
Secretary, J. E. R. Chilton, Jr., Merchants Retail Credit 
Assn.; Assistant Secretary, Chellie Sue Bragg, Merchants 
Retail Credit Assn.; and Treasurer, Jack N. Fanning, 
Texas Bank and Trust Co. Directors: Clyde Dennis, 
Arthur A. Everts Co.; R. A. Jackson, Volk Bros.; 
Harold C. Latimer, The Dorsey Co.; W. W. Whatley, 
Hunt Grocery Co.; Willie Mae Maxwell, La Mode, 
Inc.; C. T. Hosmer, Fishburn Cleaning Co.; W. A. 
Roberts, Gordon Jewelry Co.; Maurine Harris, Doc 
Jackson’s Garage; E. B. Massengill, Lone Star Gas Co. ; 
Kate Graham, The Shortal Clinic; Carmen Campbell, 
Clarke & Courts; and Claud Walker, Titche-Goettinger. 


TACOMA, WASHINGTON 


The Tacoma Retail Credit Association has elected the 
following officers and directors to serve for the ensuing 
year: President, Robert Vincent, Sears, Roebuck & 
Co.; Vice-President, Robert Coyne, Rhodes Brothers; 
Treasurer, Al Saunders, Puget Sound National Bank; 
and Secretary, Louise Frohmader, Craig Furniture Inc. 
Directors: Clifford Elder, Kegels; Don Hartman, 
Lumber Promotion Co.; Willis Henderson, Steven 
Motor Co.; Signe Sutherland, Commercial Creditors; 
and Leah Green, A. N. Gundersons. 
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Continuous Sales Promotion 


“Ignoti nulla cupido”—‘“For a thing unknown there 
is no desire.” Two thousand years ago, Cicero, the great 
Roman orator, offered those words of wisdom to the sales 
promoter of today. Too many of us in the retail field 
may think that this theory applies only to merchandise 
but the wise charge account promoter knows that cus- 
tomers will not desire charge accounts, nor will they use 
them to his profit, unless he constantly and consistently 
repeats the advantages of a charge account. 

So the first step in the soliciting of accounts is that 
we let our customers and the public know about our 
charge service, the advantages of having an account in 
our store, and ask them to open one and use it. A recom- 
mendation so fundamental as this would be silly except 
for the fact that many stores take it for granted that 
everybody knows about charge accounts, that everybody 
is sold on them, and that it is not necessary to create a 
desire for the service. 

Secondly, we should make the opening of a charge 
account easy. In this I am not advocating lax credit 
standards whict would say, “Open, Sesame’’ to all the 
dead beats in town. Making the opening of a charge 
account easy has nothing to do with credit standards. 

We are credit executives—we know that our stores 
want charge accounts—that the customer is doing us a 
But even though the modern 
banker knows that he is in business to make loans, 
thousands and thousands of people shy away from a bank 
because they are afraid to ask for accommodations there. 
Through ignorance, they take their business to loan com- 
panies where, in many instances, they must pay twice the 
rate they would pay in a bank. Thousands of families 
in your community that you would like to have on your 
books could be put there, if you would just smooth away 
their natural hesitancy for asking for an account. The 
very people who hesitate are the ones who are the best 
credit risks. If you pooh this idea, forget you are the 
credit manager of charge sales, and be a customer for 
a minute—one in whom an aggressive promotion of 
charge accounts has stirred a faint spark of desire. 


favor by opening one. 


“Where shall I go to open this account at Whoosis 
Clothing Emporium?” You ask yourself. Is it that 
hallowed spot on the main floor where bags, jewelry and 
cosmetics are located? Nope, after telling several clerks 
you want to open an account, which causes them to view 
you suspiciously, you are finally directed to the credit 
office in the northeast corner of the fourth floor, behind 
furniture, houseware or draperies. 

You arrive at the fourth floor and the credit office. 
Again, you must explain your mission in order to see 
the proper person who asks you every question from who 








was grandpa on down; and horror of horrors, he may 
find out that in 1932 you were one week late paying the 


last installment on the baby carriage. The ordeal is 
finally over and you hurry out to wait hopefully for the 
verdict. Two days later you decide to call about your 
account only to find that Minnie down at the Credit 
Bureau has been sick and there will be a delay before 
you can use that long-awaited account. Oh, well, you 
will buy less if you keep on paying cash so why worry 
about a charge account anyway. 

Exaggerated? Of course, it is to you, as credit man- 
ager, but unless such notions exist in people’s minds, why 
is it that charge accounts can be so greatly stimulated 
by the simple process of making it easy for customers to 
open them? 

How do you make it easy? By taking applications by 
mail. Combination reply envelopes and simple credit 
applications mailed to lists of cash customers and non- 
account holders enable them to make their applications 
by mail and obtain credit without ever coming into the 
store. If you prefer to have the customers come in to 
make their applications, it is important that you tell 
them where they should go and whom they should see. 

When the machinery has been set up to make opening 
an account easy, when the sales force has been sold on 
cooperating, two other steps are necessary to the success 
of charge sales promotion. 

First, continuous promotion to good charge prospects 
which is reaching the general public through newspaper 
advertising as well as writing to cash buyers, newcomers 
to the community, out-of-town people in the trading area, 
new families just starting out in life, special groups of 
employees by lines of business and on through many 
other groups which can easily be determined by close 
study of your own market. 

Second, after the account is opened, it must be fol- 
lowed up to get it used regularly. More stores fall 
down here than anywhere else. The finest jobs of 
account promotion can be wasted investment if we think 
the job is done when the account is opened. If it is 
worth the planning, the effort, and the money spent in 
promotion to get the customers on the books, it is worth 
equal planning and effort and a small expenditure of 
money to keep them on the books. It might be smart 
for you to ask yourself this question about your store, 
“are our inactive ledgers running over with good cus- 
tomers of past years who have not used their accounts 
recently and hasn’t any effort been made to revive these 
accounts?” If this is the situation in your store, though 
the woods be full of prospects for new charge accounts, 
this is the. place to start, because old accounts can be 
reopened more easily and more cheaply than new ones 
can be secured.—Louis Selig, Treasurer, Rosenfield Dry 
Goods Co., Baton Rouge, La. wae 
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THE COLLECTION of charge accounts begins when 
the account is actually opened. Are you sure that there is 
no confusion in your customer’s mind as to when you 
expect payment of the account? There should not be 
any hesitation on the part of the credit man in stating 
definitely the terms upon which the account is opened. 
If and when the account does become overdue, collection 
will follow a natural sequence if there is a clear under- 
standing as to terms between credit man and customer. 

When it is necessary to inform your customer by letter 
that the account has been opened, state your terms in 
simple, clear-cut phrase such as the following: 


» 


“In opening new charge accounts, it is our custom 
to make clear the policy of the Store as to terms. 
They are as follows: All bills for monthly ac- 
counts are due for payment in full by the tenth 
of the month following purchases.” 


If the account then becomes overdue, your first col- 
lection letter can follow this up with the following 
paragraph: 

“At the time your account was opened on our 
books, we believe we pointed out to you that our 
terms strictly provided for settlement in full of 
accounts by the tenth of the month following pur- 
chases.” 

Preparation for authorizing and collecting should be 
made at the time the account is opened. Accounts are 
often opened with only the knowledge that the customer 
is in receipt of a reasonable income and the fact that 
no outstanding debts are listed under his or her name 
at the credit bureau. TThis is not sufficient, however, 
to enable you intelligently to set the limit of the 
account or determine the collection procedure when it 
becomes overdue. ( When the account is opened, complete 
information can be obtained and definite knowledge of 
the customer’s financial status should be recorded with 
the application form. 

We now assume that the credit department’s investiga- 
tion has been thorough enough to establish a customer’s 
right to credit according to the standards of character, 
capital and capacity. The credit man then hopes that 
the majority of such customers will be rated as good 
pay and will not let their accounts lag into the past 
due class. Such customers require the minimum of atten- 
tion and expense, but many times a good paying customer 
is allowed to neglect his account until it reaches a 
point where the amount is beyond his ability to pay 
promptly. He then enters the slow pay class and it is 


The Profitable Completion of Charge Account Sales 





W. L. G. SNELL, the author of this article, is 
Manager of the Charge Office, Toronto Store, 
The Robert Simpson Company, Toronto, On- 
tario, Canada. 
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up to the collection department not only to restore the 
account to its former good standing but also maintain 
the good will of the customer. 


A good account may also become overdue if sales are 
forced and improper representations are made. Or, the 
same overenthusiastic salesman may give the impression 
that payment may be made when convenient to the 
customer and that the credit department really is not 
insistent upon prompt payment. It also happens some- 
times that there is an adjustment claimed on the account 
and collection is consequently held up. In such instances 
the collection man has the opportunity to prove his worth 
as a salesman. The credit department is generally con- 
sidered a service department, but although the credit 
man does not sell merchandise, it is necessary for him to 
sell the whole store, including its services while apologiz- 
ing for some mistake on the part of a sales department. 
Since no sale is complete until the money due is collected, 
this function of the business ranks with selling and ad- 
vertising in the programme of distributing a company’s 
product. 

In addition to the good account that is occasionally 
in the slow pay class there is the customer whose ac- 
count is always overdue and no matter what collection 
method you may use, the account is still only paid 
every few months. He pays in his own time and the 
collection department must decide whether it is profita- 
ble to carry the account on such a basis or notify the 
customer that the account is closed. 


Bad Pays or Dead Beats 


Then there are the bad pays or dead beats, for which 
your only protection is the credit bureau. People of 
this class never pay any attention to the demands of 
the collection department. If the customer is “execution 
proof” the only hope is to follow him so relentlessly 
that payment finally appears to him to be the lesser of 
two evils. 

It is impossible to outline any one collection system 
that may be fitted exactly to the needs of every type 
of business. While all are devised with the same end 
in view, they must differ in details according to the 
nature of the business served. ( The chief requisites 


_common to all, however, are simplicity, accuracy and 


economy of operation. ) 

The collection routine to be adopted is necessarily 
dependent upon the policy of the store. How strictly 
are terms to be enforced? What shall be the policy 
when extensions are asked? When should interest be 


charged on past due accounts? The policy of your store, 
once determined, must be carried out and account col- 
lected without making enemies or losing trade. 

Let us now consider the different means of collect- 
We must bear in mind 


ing an overdue charge account. 
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first of all that the goods are not on lien; we must 
impress upon the customer that he not only has an obliga- 
tion to pay, but that it is to his advantage to pay what 
he owes. 

Monthly statements may be stamped “This account is 
overdue. Please remit.’ Some firms use stickers with 
the same objective in mind. Before actually sending 
letters or telephoning, a reminder may be used which 
is in the form of a printed notice, not only calling 
the customer’s attention to the total amount past due, 
but also indicating the amounts overdue according to 
months. Reminders are sent to customers in the belief 
that constant repetition will induce most customers to 
pay—the repeated suggestion that payment is due and 
must be made. 

These are grouped together, as the general principles 
involved are the same. The collection letter has two pur- 
The first is to get the money and the other is 
to keep the customer. Every collection letter is a sell- 
ing letter. You sell the customer the idea of paying 
the account and also that future purchases should con- 
tinue to be made at your store. You must always keep 
the customer’s interest in mind, no matter how persistent 
you may become... Brevity and simplicity is the keynote 
of all collection letters.! You must write much as you 
would talk in an interview, except that you must be 
more brief. Use simple words, so that there will not 
be any doubt in the mind of the reader as to what you 
are asking for. 

Collection letters are usually form letters, carefully 
prepared in series. These should not, however, always 
be mailed to a customer in degrees of intensity. Which 
letter to be sent should be dependent on the customer’s 
past paying record. Dictated letters are used when 
there is no form letter suitable for the circumstanées 
or when it is deemed necessary to send the customer a 
special letter. 

The telephone call is the best means of collecting 
a charge account. The call may take the form of a mild 
reminder, a discussion concerning the customer’s finan- 
cial circumstances, or you may be quite persistent that 
“payment be made without further delay.” Your call 
often discloses some complaint that you were not previ- 
ously acquainted with. A telephone call can also be 
used most advantageously to persuade the customer to 
call at the office and discuss the account. 


poses. 


Registered Letters and Telegrams 

A registered letter may occasionally be used to good 
effect when the debtor does not pay any attention to 
regular letters or if he is inaccessible to telephone calls. 
Registry is formal and unusual and the customer con- 
cludes that the matter is becoming serious. The 
telegram may be used similarly, but it must be remem- 
bered that it is, in a sense, public property and little 
can be said except merely a reminder. 

The collection man should endeavor to have the cus- 
tomer come in to discuss the account. He should always 
bear this in mind when telephoning or writing to the 
customer. When the debtor does come in, his immediate 
object will be to find out “What is the trouble?” If he 
is unable to obtain payment in full of the account, he 
can at least secure some sort of explanation of the 
delinquency and in most instances arrive at a satis- 
tactory method of settlement on an instalment basis. *** 
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**Journeyings” 


(Beginning on page 20) HHT HET 


Left for Houston after the luncheon and arrived in that 
city about 9:00 p.m. The Houston Association meets every 
other week and the attendance ranges from 55 to 80. Dis- 
cussed credit trends, the change in Regulation W, and the 
reasons it will not be possible to adopt local community credit 
policies. ‘The two credit bureaus have been consolidated and 
the interest of J. Collier Hurley in the bureau founded many 
years ago by his father, my old friend, Charles W. Hurley, 
M. E. Truitt, Manager of 
the Merchants Credit Bureau, is managing the consolidated 


was sold to the retail merchants. 


bureau. 

Spent a couple of hours with former President and Na- 
tional Director L. L. Meyer, President of Meyer Brothers 
Company. Found him very busy handling the affairs of 
the company, which is now about a year old. In addition to calls 
on Messrs. Hurley and Truitt, I called on G. L. Asbeck, 
Rolle Jewett & Beck; E. H. (Red) Brown, Shudde Bros. ; Sher- 
man Harris, Creditors Service Bureau, President of the Houston 
Retail Credit Association; A. F. Kuhleman, Krupp & Tuffly, 
Inc., a member of the Quarter Century Club; Nelson Munger, 
Bering-Cortes Hardware Co., a member of the Quarter Cen- 
tury Club; J. W. Waddle, G. A. Stowers Furniture Company ; 
Mike The Fashion; and L. A. Willbanks, 
Nathan’s, Inc. 


New Orleans, Mobile, Birmingham, Nashville, and Cedar 
kk 


Weinstein, 


Rapids will be continued in February. 





| 1947 
CREDIT MANUAL 
OF 


COMMERCIAL LAWS 


| Now Ready 


_ THE LAST WORD ON THE STATE 
i} AND FEDERAL LAWS 
EFFECTING CREDIT | 

} 


mer 


Send your order today and take advantage I 
of the special price of $5.85 I 
to N.R.C.A. members 


(Regular Price $7.00) 


NATIONAL ASSOCIATION | 
OF CREDIT MEN | 


ONE PARK AVE. NEW YORK 16, N. Y. 























CREDIT WORLD 


JANUARY 1947 


29 




















"Su he NESS) 





) enue 


RETAILERS HAVE begun to watch inventories. Total 
figures decline slightly in August for the first time in 
several years. In dollars stocks in 296 department stores 
stood at $646 million as compared to $374 million in 1941. 


xk * 

CUSTOMER OPINION of quality, price and style is 
largely determined by window displays, according to a 
recent survey. Ninety-three per cent of the customers 
interviewed usually go window shopping before purchas- 
ing, and 98 per cent of the housewives polled credited 
their purchases at one time or another to window ads. 

x* * 

FARMERS, DESPITE downswings in commodities, 
still are one of the favored groups. Per capita farm income 
is 315 per cent above 1939. Prices received by farmers 
stand at 175 per cent above 1939 averages. Non-agri- 
cultural prices have advanced only about 40 per cent. 
The - ee is great and the levelling out process has 
started. 


x kk 
ALMOST TWO-thirds of America’s peacetime recrea- 
tion spending is for movies, theatres and amusements; 
reading hobbies and pets; and radios and musical instru- 
ments. Movies accounted for over one-fifth of recreation 
spending in 1941, a Twentieth Century Fund report shows. 
xk * 
THE UNITED States owned one-third of the world’s 
rail mileage, one-third of its highways, and seven out of 
every ten motor vehicles before World War II. 


x «et 

CITIES WITH less than 5,000 population account for 
23 per cent of the nation’s retail business. “Main Street” 
takes care of almost half of America’s sales and more than 
half of its stores are located there. The country’s retail 
business is done mostly by home owned stores—almost 
75 per cent. 

x *k * 

THE USE of fruits, succulent vegetables, eggs, meat 
and, among urban families, of milk tends to increase with 
rising income, while consumption of grain products, and 
of dried beans and peas tends to drop; consumption of 
sugar and fats, however, remains nearly the same. 


xk * 

CONSUMER INSTALMENT loans outstanding at 
leading types of lending institutions increased about 4 per 
cent in October to an estimated totai of 1,789 million 
dollars at the end of the month. The October rise brought 
the combined amount outstanding to nearly two-thirds 
above the year-ago level. 

xk * 

AMERICAN WORKERS show a decided trend away 
from heavy, unskilled manual labor to more skilled occupa- 
tions and professional work. 

x *k * 

THE REAL income of the American people at the start 
of October, 1946, was $1.04 or four cents on the dollar 
more than a year earlier, according to Investors Syndicate 
in a study of what people earn and spend. The study 
explains that “the gain in real income results from increased 
wage rates and enlarged employment as compared with 
pay rolls during the change-over from war to peace pro- 
duction a year ago.” 


x * * 
ONE WORKER out of four in America in 1940 was a 
woman compared with one out five in 1920 and only one 
out of seven in 1870. 
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INSTALMENT ACCOUNTS receivable at department 
stores increased by about the usual seasonal amount in 
October, and at the end of the month were 53 per cent 
larger than a year earlier. Collections on instalment ac- 
counts were more rapid than in September, and the collec- 
tion ratio rose three points to 37 per cent. Instalment 
accounts were repaid in about four months, a slightly 
longer period than in October, 1945. 

x * 

COMPULSORY medical insurance in the United States 
dates back to 1798 when, by Congressional act, provision 
was made for furnishing medical care to merchant seamen. 

x * * 

BETWEEN 1910 and 1940 industrial production almost 
doubled, due chiefly to increased output per man-hour. 
x * k& 

CHARGE ACCOUNTS outstanding at department 
stores showed less than the customary seasonal rise, and at 


the end of October were 57 per cent above the year-ago’ 


level. The percentage increase in charge-account collec- 
tions was 23 per cent, resulting in a collection ratio of 
60 per cent as compared with 56 per cent a month ago. 
October collection period for charge accounts was, on 
the average, 50 days, nearly 5 days longer than in the 
corresponding month last year. 
e &.2 
OUR UNITED States mails promote relationships be- 
tween producer, distributor, and consumer, according to 
Postmasters Gazette. The mail-order industry serves some 
25,000,000 families, 80 per cent of whom live on farms, 
and in small towns and villages. 


x * * 

AFTER WORLD War I high priced inventories were 
largely financed by loans. When prices broke, merchants 
were unable to move their goods or pay off their loans. 
Thus failures resulted. This time most inventories are 
financed from operating profits. In case of a price break, 
profits would be cut, but merchants would remain solvent, 
be able to salvage some value from inventories. 

x kk 

THERE WILL probably be one passenger car for 
every four persons in the United States in 1950, compared 
with nearly one for every five persons in 1940. 


xk 
RETAIL FURNITURE store sales increased seasonally 
in October, reflecting large gains in the volume of both 
cash and credit transactions. Cash and instalment sales 
were substantially greater than a year earlier, while sales 
made on charge accounts were up 67 per cent. 
2 2 @ 


THE CANADIAN government is moving ahead with 
plans to develop the International Trade Fair at Toronto 
in the summer of 1948. 

a ae | 

THE AVERAGE American family spends more than 
$6.50 to buy in excess of 50 magazines per year, including 
comics from local stores, says Kable News. Newsdealers 
find that 64 out of every 100 customers return every 
week or month for their magazines. These customers 
are of the higher incomes and often buy other items. 

x *e* 

AN EDITORIAL in London Times says that more pro- 
duction and more trade are the first two milestones on the 
economic road to stable international relations. 


. 2 

INSTALMENT ACCOUNTS outstanding at furniture 
stores showed about the usual seasonal rise in Octobef, 
and at the end of the month were 30 per cent larger than 
a year earlier. Jewelry store accounts receivable increased 
slightly in October, while those at household appliance 
stores remained at the level of the preceding month. The 
amount outstanding on October 31 at Jewelry stores 
showed a gain of nearly one-half over a year ago, and at 
household appliance stores continued well above last year’s 
volume. . 
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Facts... 


That Speak for Themselves! 


Firms in 33 States, Hawaii and 6 Canadian Provinces 
are using Better Letters Service each month. The num- 
ber of Service subscribers more than doubled in 1946. 








You, too, will find Better Letters Service worth many 
times its cost. Each issue will bring you a stimulating 
digest of methods and ideas that get results by mail. 


Seven Good Reasons for Subscribing to 


BETTER LETTERS SERVICE 


Edited by W. H. Butterfield 


Here’s what you'll get: 


1. Each month you will receive five com- 
plete specimens of médel letters that will 
help you do a better public relations job 
for your firm. The letters handle collec- 
tions, inactive accounts, credit sales pro- 
motion, adjustments, and other credit de- 
partment problems. 


2. Each month, too, you will receive a 
four-page Better Letters Bulletin contain- 
ing practical suggestions and showing the 
causes and effects of common letter faults. 
This monthly bulletin will help you to 
write more effective letters—to do a better 
job in building good will for your firm. 


3. Timely Tips From Here and There, a 
regular department of Better Letters Serv- 
ice. This page will bring you practical, 
profitable ideas from a wide variety of 
sources. It serves as a “clearing house” 
of up-to-the-minute information on effec- 
tive business letter practices. 


4. Credit Letter Pitfalls, another regular 
monthly feature. Each month a common 
pitfall of credit correspondence is illus- 
trated and analyzed in a way that enables 
you to avoid it in your letters. 


5. Choosing the Right Words, a depart- 
ment that will help you improve your word 
choice and make your letters more forceful. 


6. Questions and Answers on Letter Writ- 
ing, a regular feature which answers ques- 
tions submitted by credit department per- 
sonnel. 


7. How to Write Good Credit Letters (47 
pp., N.R.C.A., 1946), by W. H. Butterfield. 
This practical little book outlines and illus- 
trates fifteen ways to improve your letters. 





All for 525°° a Year 


NOTE: Previous issues of the Better Letters Service commencing 
January, 1946, are available— while they last—for $2.00 each. 


National Retail Credit Association 
218 Shell Bldg., St. Louis 3, Mo. 


Please enter my subscription for your Better Letters Service for one year, price $25.00. Also send me previous issues at 
$2.00 each for the months of 


Check enclosed [7] 


Name 


Mail bill 1 


FILL OUT THIS COUPON...MAIL IT TODAY 





Position 





Firm Name and Address 





Zone 
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Credit Control 


And the Sherman Antitrust Act 


LL GRANTERS of credit are urged to fol- 
low, as nearly as possible, the charge ac- 
count terms previously required under Regu- 
lation W—insisting upon payment in full dur- 
ing the month following purchases. 

Installment sales of merchandise not in- 
cluded in Regulation W should be sold on maxi- 
mum terms not to exceed the time granted by 
the Regulation on the remaining items, as listed 
in the December Crepir Wor p. 

Jased on correspondence with Wendell 
Berge, Assistant Attorney General in charge 
of the Antitrust Division of the Department of 
Justice, in connection with two community 
credit policies'submitted to the Department, it 
is recommended that no Association adopt a 
credit control policy without first obtaining 
opinion of counsel. 

If a policy has been formulated and it is de- 
sired, the National Office will be glad to sub- 
mit it to the Department of Justice, through 
our Washington Representative, R. Preston 
Shealey. 

The following is from letter of the Hon. Tom 
Clark, Attorney General, dated December 6, 
1946: 

‘*However, under the policy outlined in Mr. 
Berge’s letter, this Department would be 
pleased to consider any definite proposal which 
you or any interested group might care to sub- 
mit. In this connection, it may be pointed out 
that the courts have held that adherence by 
competitors to a plan for fixing prices or estab- 
lishing pricing formulae where such competi- 
tors are aware of adherence by others to the 
plan, constitutes a combination within the scope 








of the antitrust laws. Thus, use of an organi® 
zation such as a credit association to develop 
or maintain an arrangement for common actior 
among competitors might well constitute or reg 
sult in a combination, even though no formal 
commitment to adhere to the arrangement wag 
required of any of the participants:”’ 

The opinion of Hon. Jesse Andrews, Bakery 
Botts, Andrews and Walne, Houston, Texasy 
has just reached us—too late for this issue. The 
complete opinion will appear in the February) 
Crepir Worip. | quote below his answers t@ 
two spetific questions: 

(1) ‘*Can the merchants, in your opiniony 
agree on sound credit terms, provided it i 
voluntary and failure to follow the term 
agreed upon does not carry a penalty?’’ 

Answer: ‘‘No.”’ 

(2) ‘*In this connection, can minimum dow 
payments and maximum time be agreed upo 
and the pelicy publicized in the newspapers 
over the radio, or in the form of inserts?’’ 

Answer: ‘‘No.’’ 

In the meantime, any policy decided up 
must be that of the individual credit grantet 
There should be no concerted action in th 
adoption of credit terms or credit policies wit 
out first obtaining legal opinion. 


A Hersohan 





General Manager-Treasurer 
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